Measuring and Managing Consumer Sentiment in an Online Community Environment
The increasing popularity of social media has led firms to recognize the power of word of mouth in online settings, in which consumers use technologies to communicate with others about products and services (Godes and Mayzlin 2004) .
Within those settings, online communities play a prominent role. An online community comprises "an aggregation of individuals or business partners who interact based on a shared interest, where the interaction is at least partially supported or mediated by technology and guided by certain protocols and norms" (Porter and Donthu 2008, p. 115 
